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Systemshouse  is  really  in  onerations  I think  what 

interested  in  the _ appl ication*  operatic  . and 

Advantis  is  offering  is  bo“Pl^fo™°perari 

IS  j..  — d 

investment  from  Ameritech. 


4.  All  the  identified  competitors  Know  how^to^manage^data 

centers  efficiently.  Uttcm  additiona  y 

Past  coast  data  center  into  the  West  coast  one  las  j 

also,  ?hus  reducing  operating  costs  significantly. 

excerpts3 from^Paul^Huchko^s  presentation^  ^--ally^  to 

respondents  to  INPUT  s y includinq  the  evaluation 

three  months  to  negotiate  a ^1 , including^^  fco  b£ 

of  the  vendors.  The  contract  1 ng  | PP  that  their 

between  five  to  ten  years  but  Genix  and  Power  » * 
transition  outsourcing  contracts  are  for  three  yea 
maximum.  (see  attached  statistics) 

9.  The  trend  seems  to  be  to  price  for  resources  con^  fQ]_'  a 

generally  on  a predefined  basis,  ^ » always^lauses  to 
defined  CPU  time  plus  DA^ jtc  There^are  ^ ^ 

allow  for  the  procurement  of _ extra  servi 
provisions  to  lower  the  requirements. 

j_  -i  p c-  0f  power  and  Genix  and  ACS . Litton 

We  have  current  profiles  or  r been  reluctant  to 

could  use  an  update  and  systemshouse  has  been  reiu 

do  one  but  has  just  agreed  to  work  with  us. 


Hope  this  helps 


JP 
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Length  of  Negotiation 


Greater  than 
1 Month 


1 Month 


Less  than 
1 Month 


12  3 4 

Number  of  Responses 


Each  of  the  respondents  was  asked  about  the  participants  on  his/her 
negotiation  teams.  The  almost  universal  constant  in  the  responses,  as 
might  be  expected,  was  that  the  Chief  Information  Officer  (CIO)  was 
always  on  the  negotiation  team,  just  as  he  had  been  on  the  procurement 
team.  He  also  was  always  assisted  by  legal  counsel,  who  was  usually  a 
company  employee.  In  only  one  case  was  the  legal  counsel  from  outside 
the  company. 

INPUT  also  compared  the  composition  of  the  evaluation  team  to  that  of 
the  negotiation  team.  Exhibit  IV-2  demonstrates  how  the  two  teams 
compared  in  each  of  the  nine  cases  studied.  There  is  some  variety  in  the 
composition  of  the  evaluation  teams.  There  is  much  more  consistency  in 
the  makeup  of  the  negotiation  teams.  They  are  also  often  smaller  than 
the  evaluation  team. 

There  was  some  consistency  within  vertical  industries.  Banks  tended  to 
have  more  members  on  the  negotiation  team.  Companies  that  had  only  a 
lawyer  and  the  CIO  on  the  team  were  in  the  manufacturing  or  retail 
distribution  vertical  industry  markets. 

The  vendor’s  negotiating  team  generally  consisted  of  a senior  sales  or 
marketing  executive  and  a lawyer.  In  about  half  of  the  cases,  the  vendor 
included  an  operations  executive  on  the  negotiating  team,  probably 
because  there  was  a need  to  make  commitments  at  that  stage  on  the  level 
and  type  of  service  to  be  ultimately  provided. 
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METHODS  OF  APPROACHING  IS  OUTSOURCING  INPUT 


Although  most  vendors  provide  for  the  transfer  of  users’  personnel  into 
their  organizations,  or  are  responsible  for  their  outplacement,  only  ten  user 
contracts  included  this  provision.  Personnel  transfer  issues  are  often 
resolved  prior  to  developing  the  contractual  document. 


Contract  language  addressing  equipment  upgrades  was  included  in  ten 
contracts.  Users  with  recently  signed  contracts  noted  that  this  provision 
takes  advantage  of  new  technology  and  changing  applications  require- 
ments.  Those  with  earlier  contracts  in  place  expressed  regret  that  this 
requirement  was  not  included  in  their  agreements.  Vendors  are  not  obli- 
gated to  provide  more  efficient  hardware  and  software,  according  to 
contract  terms. 


The  period  of  contract  performance  is  a standard  item  included  in  out- 
sourcing contracts.  Ten-year  contracts  are  more  prevalent  than  other 
contract  lengths,  as  shown  in  Exhibit  IV -6. 


Contract  Length* 


’Average  contract  length:  7,7  years 
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The  vendor  selection  and  evaluation  process  generally  took  less  than  three 
months  for  the  majority  of  the  users  in  this  study.  The  experience  of  a 
the  respondents  is  illustrated  in  Exhibit  IV-1.  The  average  of  the 

process  for  all  respondents  was  4.9  months.  The  few  companies  that  took 
seven  months  or  more  to  complete  this  stage  of  the  procurement  were  not 
clustered  in  any  particular  industry,  but  spread  across  several  vertical 

inrlncrripc 


Vendor  evaluation  is  complex  and  many  criteria  are  analyzed  before  a 
final  decision  is  made.  Ongoing  discussions  between  the _buyet _and 
bidding  vendors  are  customarily  extensive.  Buyers  may  further  refine 
requirements  based  on  proposals.  Offered  prices  are  compared  in  derail 
with  in-house  costs  Because  of  the  selective  manner  in  which  bids  are 
solicited,  only  a few  vendor  proposals  are  submitted.  Respondents  in  this 
study  reviewed,  on  average,  2.7  vendor  proposals. 
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Most  contracts  also  contained  extension  clauses  that  specified  what 
would  happen  at  the  end  of  the  contract.  The  options  varied  and  are 
summarized  as  follows: 

• One  to  five  years  extension  at  specified  price  increase 

• Renegotiation  under  specified  conditions 

• Two  automatic  extensions  of  one  year  each 

• A discount  granted  to  buyer  to  extend  the  contact 

• Movement  to  a platform-type  contract,  then  migration  to  an  m-house 
option  managed  internally 

Two  other  items  were  mentioned  by  one  respondent.  The  contract 
specified  how  inflation  would  be  treated  in  determining  die  service  pnce 
and  that  as  the  user’s  volume  of  usage  increased,  new  price  schedules 
would  go  into  effect  at  certain  predefined  thresholds.  These  two  items 
were  included  in  a long-term  (10  years)  contract. 


The  lengths  of  the  contracts  reviewed  are  illustrated  in  Exhibit  IV-4.  The 
largest  grouping  is  at  five  years.  Two  of  the  three  ten-year  contracts 
were  held  by  the  same  vendor.  Other  evidence  indicates  that  this  vendor 
tends  to  sign  longer-term  contracts  than  other  vendors.  No  pattern 
emerged  in  any  particular  vertical  industry  market.  The  ten-year  con- 
tracts, for  example,  were  in  the  banking  and  the  discrete  manufacturing 
industries,  while  the  three-year  contracts  were  in  the  retail  distribution, 
process  manufacturing,  and  banking  industries. 


Length  of  Contracts 


10  Years 


5 Years 


3 Years 
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Negotiating  the  Deal 

Scope  of  Services 

• Identify  Vendor  esponsibilities 

• Identify  your  responsibilities 

• Identify  shared  responsibilities 
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Negotiating  the  Deal 

Service  Levels 

• Identify  list  of  base  services  and  add-ons 

• Identify  performance  standards  for: 

- Availability 

- Response  time 

- Applications  development  support 

- Tum-around  times 

- Support  - what  kind  and  how  quickly 

- Penalties  for  non-performance 

• Other  areas: 

- Security  administration 

- Disaster  recovery 

- Job  scheduling 

- Applications  support 
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Negotiating  the  Deal 

Price 

• Identify  the  appropriate  processing  environment 

- Shared  or  stand-alone 

• Identify  price  components 

- CPU 
-DASD 

- Tape 

- Telecommunications 

- Software 


Identify  incremental  costs 
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Negotiating  the  Deal 

Recipe  for  a Good  Outsourcing  Deal: 

• Know  what  you  do  today 

• Figure  out  what  you  want  the  vendor  to  do 

• Have  a thorough  understanding  of  your  technical  environment  and  future 
needs 

• Get  the  lawyers  involved  after  you  ve  dealt  with  these  issues 

• Write  the  contract  and  stick  it  in  the  file 
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antis  Responses 


1.  The  identified  competitors  are  the  strongest  competitors 
for  the  services  Advantis  calls  Remote  Computing,  Shared 
Capacity  and  Dedicated  Processor  offerings.  I question  that 
Systemshouse  is  really  in  that  business.  They  are  more 
interested  in  the  applications  operations.  I think  what 
Advantis  is  offering  is  both  platform  operations  and 
transitional  outsourcing.  May  and  Speh  may  be  another 
candidat  to  add  to  the  list  since  they  have  received 
investment  from  Ameritech. 


4.  All  the  identified  competitors  know  how  to  manage  data 
centers  efficiently.  Litton  additionally  consolidated  its 
East  Coast  data  center  into  the  West  Coast  one  last  year 
also,  thus  reducing  operating  costs  significantly. 


5 Most  vendors  are  reluctant  to  discuss  the  actual  > 
negotiation  process  but  Genix  did  discuss  their  negotiation 
process  at  a past  conference  of  ours.  I include  some 
excerpts  from  Paul  Huchko's  presentation.  Generally  the 
respondents  to  INPUT  surveys  say  it  takes  about  one  month  to 
three  months  to  negotiate  a deal,  including  the  evaluation 
of  the  vendors.  The  contract  length  is  repported  to 
between  five  to  ten  years  but  Genix  and  Power  say  that  their 
transition  outsourcing  contracts  are  for  three  years 
maximum.  (see  attached  statistics) 

9.  The  trend  seems  to  be  to  price  for  resources  consumed, 
generally  on  a predefined  basis,  i.e.  flat  monthly  fee  for 
defined  CPU  time  plus  DASD  etc.  There  are  always  clauses  to 
allow  for  the  procurement  of  extra  services  as  well  as 
provisions  to  lower  the  requirements. 

We  have  current  profiles  of  Power  and  Genix  and  ACS.  Litton 
could  use  an  update  and  Systemshouse  has  been  reluctant  to 
do  one  but  has  just  agreed  to  work  with  us. 


Hope  this  helps 


JP 
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Negotiating  Team 


Each  of  the  respondents  was  asked  about  the  participants  on  his/her 
negotiation  teams.  The  almost  universal  constant  the  responses  as 
might  be  expected,  was  that  the  Chief  Information  Officer  (CIO)  was 
always  on  the  negotiation  team,  just  as  he  had  been  on  the  procuremen 
teamy  He  also  was  always  assisted  by  legal  counsel,  who  was  usually  a 
company  employee.  In  only  one  case  was  the  legal  counsel  from  ou 

the  company. 

INPUT  also  compared  the  composition  of  the  evaluation  team  to  that  of 
the  negotiation  team  Exhibit  IV-2  demonstrates  how  the  two  teams 
S3  the  nine  cases  studied.  There  is  some  variety  in  the 
competition  of  the  evaluation  teams.  There  is  much  more  consistency  in 
the  makeup  of  the  negotiation  teams.  They  are  also  often  smaller  than 

the  evaluation  team. 

There  was  some  consistency  within  vertical  industries.  B^s  l®"dec| 10 
have  more  members  on  the  negonauon  team.  Companies  that  y 

lawyer  and  the  CIO  on  the  team  were  in  the  manufacturing  or  retai 
distribution  vertical  industry  markets. 

The  vendor's  negotiating  team  gen^al'y  consisted  of  a semor  sales  or 
marketing  executive  and  a lawyer.  In  about  half  of  the  cases  me  venao 
included  an  operations  executive  on  the  negotiating  team  Probably 
because  there  was  a need  to  make  commimients  at  that  stage  on  the  level 
and  type  of  service  to  be  ultimately  provided. 
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The  vendor  selection  and  evaluation  S'* 

months  for  the  majority  o t . e it  tTV-l.  The  average  length  of  the 

the  respondents  is  illustrated  in  , The  few  companies  that  took 

process  for  all  respondents  ^ procurement  were  not 

seven  months  or  more  to  comp  spread  across  several  vertical 

in  anv  Darticular  industry,  but  spreaa  aci 


Vendor  evaluation  is  complex  ^d^sionfbe^en  the5" buyer  and 

final  decision  is  made.  0ng  . ® sive  Buyers  may  further  refine 

bidding  vendors  are  customan ered  prices  are  compared  in  detail 
requirements  based  on  prop  • selective  manner  in  which  bids  are 
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Although  most  vendors  provide  for  the  transfer  of  users’  personnel  into 
their  organizations,  or  are  responsible  for  their  outplacement,  only  ten  user 
contracts  included  this  provision.  Personnel  transfer  issues  are  often 
resolved  prior  to  developing  the  contractual  document. 


Contract  language  addressing  equipment  upgrades  was  included  in  ten 
contracts.  Users  with  recently  signed  contracts  noted  that  this  provision 
takes  advantage  of  new  technology  and  changing  applications  require- 
ments. Those  with  earlier  contracts  in  place  expressed  regret  that  this 
requirement  was  not  included  in  their  agreements.  Vendors  are  not  obli- 
gated to  provide  more  efficient  hardware  and  software,  according  to 
contract  terms. 

The  period  of  contract  performance  is  a standard  item  included  in  out- 
sourcing contracts.  Ten-year  contracts  are  more  prevalent  than  other 
contract  lengths,  as  shown  in  Exhibit  IV-6. 


Contract  Length* 


'Average  contract  length:  7.7  years 
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would  happen  at  the  end  of  the  contract.  v 
summarized  as  follows. 

. One  to  five  years  extension  at  specified  price  increase 
• Renegotiation  under  specified  conditions 
. Two  automatic  extensions  of  one  year  each 

option  managed  internally 

Two  other  items  were  mentioned  by  one  g the  ser/ice  price 

specified  how  inflation  would  schedules 

wouhTgo  into  effect at  certain* predefined  thresholds.  These  two  items 
were  included  in  a long-term  (10  years)  contract. 

The  lengths  of  the  contracts  the  toe^ttn-yea^  contracts 

largest  grouping  is  at  flv^  ye^s'0  f;dence  indicates  that  this  vendor 
were  held  by  the  same  vendor  Otherevioen  Nq  pattem 

emerg^in'any1' 'pSwli^^calMustty rn^et.  ^e ^^ufacturing 


Length  of  Contracts 


10  Years 


5 Years 


3 Years 
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Number  of  Respondents 
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Negotiating  the  Deal 

Scope  of  Services 
• Identify  Vendor  esponsibilities 


• Identify  your  responsibilities 


• Identify  shared  responsibilities 
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Service  Levels 


• Identify  list  of  base  services  and  add-ons 

• Identify  performance  standards  for: 


- Availability 

- Response  time 

_ Applications  development  support 

- Turn-around  times 

- Support  - what  kind  and  how  quickly 

- Penalties  for  non-performance 


• Other  areas: 

- Security  administration 

- Disaster  recovery 

- Job  scheduling 

- Applications  support 
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Negotiating  the  Deal 

Price 

• Identify  the  appropriate  processing  environment 
- Shared  or  stand-alone 


• Identify  price  components 

- CPU 

- DASD 

- Tape 

- Telecommunications 

- Software 


• Identify  incremental  costs 
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Negotiating  the  Deal, — 

Recipe  for  a Good  Outsourcing  Deal: 

• Know  what  you  do  today 

• Figure  out  what  you  want  the  vendor  to  do 

. Have  a thorough  understanding  of  your  technical  environment  and  future 
needs 

. Get  the  lawyers  involved  after  you've  dealt  with  these  issues 

• Write  the  contract  and  stick  it  in  the  file 
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Advantis  Responses 


1.  The  identified  competitors  are  the  strongest  co™P®^ors 
for  the  services  Advantis  calls  Remote  Computing,  Shared 
Capacity  ^Dedicated  Processor  offerings.  X question  that 
Systemshouse  is  really  in  that  business.  Theyaremore 
interested  in  the  applications  operations.  I think  what 
Advantis  is  offering  is  both  platform  operations  an 
transitional  outsourcing.  May  and  Speh  may  be  anothe 
candidat  to  add  to  the  list  since  they  have  received 
investment  from  Ameritech. 


4.  All  the  identified  competitors  know  how  to  manage  data 
centers  efficiently.  Litton  additionally  consolidated  it 
East  Coast  data  center  into  the  West  Coast  one  last  year 
also,  thus  reducing  operating  costs  significantly. 

5.  Most  vendors  are  reluctant  to  discuss  the  actual 
negotiation  process  but  Genix  did  discuss . their  nego  la  ion 
process  at  a past  conference  of  ours. _ I include  some 
excerpts  from  Paul  Huchko's  presentation.  Generally  the 
respondents  to  INPUT  surveys  say  it  takes  about  one 

three  months  to  negotiate  a deal,  including  the  evaluation 
of  the  vendors.  The  contract  length  is  repported  to  b 
between  five  to  ten  years  but  Genix  and  Power  say  that  their 
transition  outsourcing  contracts  are  for  three  years 
maximum.  (see  attached  statistics) 

9.  The  trend  seems  to  be  to  price  for  resources  consumed, 
generally  on  a predefined  basis,  i.e.  flat  monthly 
defined  CPU  time  plus  DASD  etc.  There  are  always  clauses  to 
allow  for  the  procurement  of  extra  services  as  well  as 
provisions  to  lower  the  requirements . 

We  have  current  profiles  of  Power  and  Genix  and  ACS.  Litton 
could  use  an  update  and  Systemshouse  has  been  reluctant  t 
do  one  but  has  just  agreed  to  work  with  us. 


Hope  this  helps 


JP 
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EXHIBIT  IV  T 


Length  of  Negotiation 


Greater  than 
1 Month 


1 Month 


Less  than 
1 Month 


12  3 4 

Number  of  Responses 


A_ 

Negotiating  Team 


Each  of  the  respondents  was  asked  about  the  participants  on  his/her 
negotiation  teams.  The  almost  universal  constant  in  the  responses,  as 
might  be  expected,  was  that  the  Chief  Information  Officer  (CIO)  was 
always  on  the  negotiation  team,  just  as  he  had  been  on  the  procurement 
team  He  also  was  always  assisted  by  legal  counsel,  who  was  usually  a 
company  employee.  In  only  one  case  was  the  legal  counsel  from  outside 

the  company. 

INPUT  also  compared  the  composition  of  the  evaluation  team  to  that  of 
the  negotiation  team.  Exhibit  IV-2  demonstrates  how  the  two  teams 
compared  in  each  of  the  nine  cases  studied.  There  is  some  variety  in  the 
composition  of  the  evaluation  teams.  There  is  much  more  consistency  m 
the  makeup  of  the  negotiation  teams.  They  are  also  often  smaller  than 

the  evaluation  team. 

There  was  some  consistency  within  vertical  industries.^  Banks  tended  to 
have  more  members  on  the  negotiation  team.  Companies  that  had  only  a 
lawyer  and  the  CIO  on  the  team  were  in  the  manufacturing  or  retail 
distribution  vertical  industry  markets. 

The  vendor’s  negotiating  team  generally  consisted  of  a senior  sales  or 
marketing  executive  and  a lawyer.  In  about  half  of  the  cases,  the  ven  or 
included  an  operations  executive  on  the  negotiating  team,  probably 
because  there  was  a need  to  make  commitments  at  that  stage  on  the  level 
and  type  of  service  to  be  ultimately  provided. 
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Evaluation  Process 


The  vendor  selection  and  evaluation  process  generally  took ^less  than  three 
months  for  the  majority  of  the  users  rn  this  study- ■ °j *e 

re^Dondents  is  illustrated  in  Exhibit  IV- 1.  The  ave  & S 

nrLe  sS  respondents  was  4.9  months.  The  few  compantes  that  took 
^even  months  or  more  to  complete  this  stage  of  the  procur=mem  were  not 
clustered  in  any  particular  industry,  but  spread  across  several  vertical 

industries. 
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Although  most  vendors  provide  for  the  transfer  of  users’  personnel  into 
their  organizations,  or  are  responsible  for  their  outplacement,  only  ten  user 
contracts  included  this  provision.  Personnel  transfer  issues  are  often 
resolved  prior  to  developing  the  contractual  document. 


Contract  language  addressing  equipment  upgrades  was  included  in  ten 
contracts.  Users  with  recently  signed  contracts  noted  that  this  provision 
takes  advantage  of  new  technology  and  changing  applications  require- 
ments. Those  with  earlier  contracts  in  place  expressed  regret  that  this 
requirement  was  not  included  in  their  agreements.  Vendors  are  not  obli- 
gated to  provide  more  efficient  hardware  and  software,  according  to 
contract  terms. 


The  period  of  contract  performance  is  a standard  item  included  in  out- 
sourcing contracts.  Ten-year  contracts  are  more  prevalent  than  other 
contract  lengths,  as  shown  in  Exhibit  IV-6. 


Contract  Length* 


'Average  contract  length:  7.7  years 
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Most  contracts  also  contained  extension  clauses  that  specified  what 
would  happen  at  the  end  of  the  contract.  The  options  varied  and  are 

summarized  as  follows: 

• One  to  five  years  extension  at  specified  price  increase 

• Renegotiation  under  specified  conditions 

• Two  automatic  extensions  of  one  year  each 

• A discount  granted  to  buyer  to  extend  the  contact 

• Movement  to  a platform-type  contract,  then  migration  to  an  m-house 

option  managed  internally 

Two  other  items  were  mentioned  by  one  respondent.  The  contract 
specified  how  inflation  would  be  treated  in  determining  the  service  price 
and  that  as  the  user’s  volume  of  usage  increased,  new  pnce  schedules 
would  go  into  effect  at  certain  predefined  thresholds.  These  two  items 
were  included  in  a long-term  (10  years)  contract. 

The  lengths  of  the  contracts  reviewed  are  illustrated  in  Exhibit  IV-4.  The 
largest  grouping  is  at  five  years.  Two  of  the  three  ten-year  contracts 
w Je  held  by  the  same  vendor.  Other  evidence  indicates  that  this  vendor 
tends  to  sign  longer-term  contracts  than  other  vendors.  No  pattern 
emerged  in  any  particular  vertical  industry  market.  The  ten-year  con- 
tracts, for  example,  were  in  the  banking  and  the  discrete  ^ufacmnng 
industries,  while  the  three-year  contracts  were  in  the  retail  distribution, 
process  manufacturing,  and  banking  industries. 


Length  of  Contracts 


10  Years 


5 Years 


3 Years 


12  3 4 

Number  of  Respondents 
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Dedicated  Processor 
Custom  Offering 


advantis 


Advantis  Capacity  Services 


Customized  data  processing  to 
help  your  business  grow 

Advantis™  Dedicated  Processor 
Custom  Offering  program  is  a 
custom  offering  designed  for  com- 
panies with  outstanding  require- 
ments that  are  not  met  by  either 
traditional  time-share  offerings  or 
comprehensive,  long-term  facilities- 
management  services. 

With  the  Dedicated  Processor 
Custom  Offering,  Advantis  pro- 
vides and  supports  IBM  hardware 
and  system  software  tailored  to  a 
customer’s  requirements,  while  the 
customer  provides  and  manages 
application  software.  The 
customer’s  dedicated  computing 
environment  is  installed  at  an 
Advantis  facility  and  accessed 
remotely  via  the  Advantis  network. 


Experienced  Advantis  professionals 
furnish  partial  systems-program- 
ming  and  operational  support,  per- 
forming tasks  and  services  such  as 
mounting  tapes  and  system 
restarts. 

Day-to-day  operation  of  appli- 
cation systems  and  ownership  of 
application  software  remain  in  the 
hands  of  the  customer.  This 
approach  can  allow  companies  to 
outsource  system  requirements 
while  maintaining  application 
control.  At  the  same  time,  it  offers 
the  flexibility  to  modify  computing 
resources  to  meet  changing  busi- 
ness requirements  and  to  easily 
move  systems  and  applications  in- 
house. 


A cost-effective  solution  for 
today’s  business  requirements 

Advantis  Dedicated  Processor 
Custom  Offering  provides  alterna- 
tives for  companies  that  need  com- 
puting resources  but  do  not  want 
to  make  a capital  investment.  For 
example,  in  the  case  of  a merger, 
acquisition  or  leveraged  buyout 
(LBO),  companies  often  need  to 
implement  mission-critical  applica- 
tions quickly  but  lack  available 
capital  resources.  Or,  for  a variety 
of  business  reasons,  companies 
may  want  to  fund  new  programs, 
applications  or  resources  as 
expense  items  rather  than  capital 
expenditures. 


Predictable  monthly  charges  can 
help  companies  plan  and  budget 
for  dedicated  processor  resources. 
Services  are  offered  at  a fixed  price, 
determined  by  system  configura- 
tion rather  than  usage  (except  for 
usage-based  network  connectivity 
charges  for  remote  terminals, 
printers  and  other  devices). 

The  Dedicated  Processor 
Custom  Offering  can  also  provide 
an  easily  implemented  and  cost- 
effective  solution  for  companies 
with  interim  requirements,  typically 
from  one  to  three  years  in  duration. 
For  example,  a company  may 
want  to: 

• Continue  operations  during 
building  construction  or  relo- 
cation 

• Begin  software  testing,  applica- 
tion development  — even 
production  — prior  to  delivery  of 
a new  processor 

• Develop  and  test  new  systems 
before  migrating  to  a new  pro- 
duction environment 

• Pilot  a new  service  before  com- 
mitting to  the  purchase  of  hard- 
ware 

• Supplement  system  programming 
and  operational  resources 

• Meet  peak  load  requirements, 
such  as  application  development 
or  the  merger  of  multiple  data 
center  operations,  without 
installing  new  internal  resources. 

Flexible  data  processing 
resources 

The  Dedicated  Processor  Custom 
Offering  is  designed  to  give  cus- 
tomers flexibility  in  defining 
processor,  DASD,  tape,  software 
and  other  system  components. 
Advantis  system  programmers  can 
work  with  you  to  select  the  proper 
system  software  and  hardware  con- 
figuration to  meet  your  particular 
requirements. 

The  standard  dedicated 
processor  offering  supports  43xx, 
308x,  3090™  and  ES/9000™ 
systems  running  under  currently 
available  MVS  or  VM  operating 
systems.  Most  of  the  IBM  sub- 
system programs  available  with 


these  control  programs  are  also 
supported.  Standard  IBM  storage 
devices  supported  are  the  3380  and 
3390  DASD  and  the  3420,  3480 
and  3490  Magnetic  Tape  Subsys- 
tems. Advantis  will  provide 
system-level  console  support,  and 
can  maintain  a tape  library  and 
perform  tape  mounts  as  part  of  the 
Dedicated  Processor  Custom 
Offering. 

Options  are  available  to  meet 
varying  customer  requirements: 

• A Physically  Dedicated  System 
provides  use  of  a host  processor 
that  is  reserved  exclusively  for  a 
specific  customer.  This  option 
offers  the  customer  maximum 
security,  independence  and 
control  over  system  performance. 

• A Logically  Dedicated  System 
shares  the  host  processor  with 
multiple  independent  customers. 
The  system  is  partitioned  through 
the  use  of  IBM’s  VM  or 
PR/SM™  products,  which  can 
establish  multiple  system  environ- 
ments on  a single  physical 
processor.  Customers  can  see  and 
access  only  their  own  version  or 
configuration  of  VM  or  MVS. 
Although  this  option  does  not 
afford  as  much  control  over  per- 
formance of  physical  resources,  it 
allows  customers  to  quickly 
obtain  more  or  less  resources  on 
demand. 

Once  your  system  has  been 
installed  at  the  Advantis  site  and 
testing  is  complete,  you  may  install 
your  application  software,  as  well 
as  any  system  modifications  you 
want  to  support. 

Advantis  responsibilities 

As  part  of  the  Dedicated  Processor 
Custom  Offering,  Advantis  will: 

• Provide  the  system,  floor  space 
and  tape  storage 

• Provide  system  and  operations 
support  staff 

• Provide  connectivity  to  Dedicated 
Processor  resources  through  the 
Advantis  network 

• Provide  customer  support  ser- 
vices, including  Help  Desk 


• Provide  a limited  number  of 
standard  IBM  system  and  sub- 
system software  products 

• Install  systems,  including  IBM 
software 

• Maintain  hardware 

• Maintain  software  provided  by 
Advantis 

• Provide  network  access  security 

• Provide  technical  support  for 
IBM  hardware  and  software 

• Fulfill  customer  requests  for  ser- 
vices such  as  tape  mounts,  soft- 
ware fixes,  and  Advantis-provided 
software  and  system  restarts. 

Customer  responsibilities 

Under  the  Dedicated  Processor 
Custom  Offering,  the  customer  is 
responsible  for: 

• System  configuration  and 
capacity  planning 

• Installation,  network  attachment 
and  maintenance  of  workstations 
and  printers  at  customer  sites 

• Administration  of  user  IDs,  pass- 
words and  user  profiles 

• Data  security  and  management 

• Technical  support  for  application 
and  OEM  software  and  software 
customization 

• System  operation:  scheduling  and 
running  jobs,  operating  remote 
consoles  and  requesting  tape 
mounts 

• Application  support 

- Providing,  installing,  main- 
taining and  operating  applica- 
tion code  and  licensed 
third-party  code 

- Authorizing  access  to  applica- 
tions 

- Maintaining  responsibility  for 
application  code  performance 
and  results. 

The  Advantis  advantage 

The  Dedicated  Processor  Custom 
Offering  brings  with  it  all  the 
advantages  of  the  Advantis 
network.  The  Advantis  network 
has  an  excellent  track  record  for 
performance,  availability  and  reli- 
ability. High  levels  of  redundancy 
are  built  into  the  network  for 
backup,  and  to  help  assure  contin- 
uous service, 
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including  duplication  of  such  key 
network  components  as  control 
centers  and  transmission  links. 

Furthermore,  the  network  is 
monitored  around  the  clock  and 
managed  by  skilled  network  profes 
sionals,  who  employ  state-of-the-art 
management  tools,  including  IBM 
netw'ork  management  software, 
artificial  intelligence  systems  for 
monitoring  and  prioritizing  alerts, 
and  remote  controllers  for  acti- 
vating network  components  and 
re-routing  network  traffic. 

• Availability  — The  Advantis 
network  is  generally  available  24 
hours  a day,  seven  days  a week.* 
That  means  you  can  access  your 
Dedicated  Processor  resources 
regardless  of  time  zones  or  hours 
of  operation. 

* Except  for  regularly  scheduled 
network  maintenance  hours. 


• Reach  — The  Advantis  network 
provides  local  dial  access  nodes  in 
more  than  76  cities  across  the 
United  States.  Additional  access 
is  available  via  “800”  number 
service  in  the  United  States,  and 
internationally  through  IBM  affil- 
iates via  local  public  data  net- 
works in  37  countries  and 
locations. 

• User  support  — The  Advantis 
network  provides  a toll-free  tele- 
phone hotline  and  online  support 
in  the  use  of  the  network.  The 
online  NOTIFY  services  allow 
end  users  and  your  service  admin- 
istrators to  report  problems  and 
track  resolution. 

• Security  — The  Advantis  network 
provides  multiple  levels  of  secu- 
rity to  help  prevent  unauthorized 
access  to  the  network.  These 
include  controlled  access  to  the 
network’s  data  centers;  account 
codes;  user  IDs;  passwords;  and 
resource  authorization.  In  addi- 
tion, customers  can  use  Resource 
Access  Control  Facility  (RACF) 
if  installed  on  their  Dedicated 
Processor  to  control  specific 
system  resources  and  data. 


Your  single  connection  to 
far-reaching  business  solutions* 

Through  your  connection  to 
Advantis,  you  can  extend  your 
organization’s  reach  to  hundreds  of 
leased-line  and  dial-access  cities 
throughout  the  United  States  and 
around  the  world.  And  you  can 
take  advantage  of  IBM  solutions 
for  international  networking  and 
business-to-business  communi- 
cations. For  example,  you  can 
implement: 

• Communications  between  your 
company  and  your  international 
locations  and  business  partners 

• A dial  network  to  give  your  busi- 
ness partners  and  remote 
employees  access  to  your  applica- 
tions 

• Company-to-company  electronic 
mail  with  national  and  interna- 
tional business  partners 

• Electronic  data  interchange  (EDI) 
to  reduce  costs  and  gain  a com- 
petitive advantage 

• Integrated  access  to  a wide  range 
of  databases,  business  services 
and  Advantis  remote  computing 
services. 

Let  us  tell  you  more 

Find  out  how  Advantis  Dedicated 
Processor  Custom  Offering  and 
other  solutions  can  help  you  meet 
today’s  business  requirements. 
Contact  your  local  IBM  marketing 
representative  or  write: 

Advantis 

P.O.  Box  30021 

Tampa,  FL  33630 
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® IBM  is  a registered  trademark  of 
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INPUT  - Advantis 


March  16,  1993 


• Introductions 

• Overview  of  Capacity  Services  market  (Advantis/INPUT) 

• Advantis'  direction/strategy  in  Capacity  Services  offerings 

• Review  of  project  and  overall  objectives  (Advantis/INPUT) 

• Advantis  assessment  of  general  competitive  environment 

• Advantis  perception  of  specific  competitors,  especially  SHL 

• Review  of  project  "scope"  (14  points  in  original  Advantis  request  plus 
INPUT'S  additions  of  strengths  and  weaknesses  and  synergies). 

Discussion/clarification 

Additions  (if  any) 

• Discussion  on  the  form  of  the  deliverable 

• Establishing  milestones 
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Atrium  at  Glenpointe,  400  Frank  W.  Burr  Blvd.,  Teaneck,  NJ  07666  Tel.  (201 ) 801-0050 

Fax  (201)  801-0441 


March  11,  1993 


Mr.  A1  Wright 
Advantis 


Via  Fax:  813-878-5587 


Dear  Al: 

Thanks  for  the  directions  and  hotel  information. 

Attached  is  an  expanded  draft  agenda.  Please  feel  free  to  add  things  to  it. 
I look  forward  to  seeing  you  next  Tuesday  at  9 am. 

Sincerely, 

i 

Thomas  O'Flaherty 
Vice  President 
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Atrium  at  Glenpointe,  400  Frank  W.  Burr  Blvd.,  Teaneck,  NJ  07666  Tei.  (201)  801-0050 

Fax  (201)  801-0441 


May  13,  1993 


Mr.  A1  Wright 
Advantis 

3101  W.  Dr.  M.L.  King  Drive 
Tampa,  FL  33607 


Dear  Al: 

Attached  are  five  copies  of  the  report.  They  are  stamped  draft  to  indicate  that  we  are  more 
than  happy  to  make  changes  and  clarifications  if  necessary.  Actually,  as  you  can  see,  the 
information  is  quite  complete  --  every  grid  in  the  matrix  is  filled  in. 

You  may  want  to  look  over  the  report  first  and  ask  questions  before  distributing  it  to  the 
others.  Let  me  know  when  a good  time  for  the  review  meeting  will  be  from  your 
standpoint.  Our  schedules  are  fairly  flexible  for  the  rest  of  the  month. 

Both  John  and  I found  this  project  quite  interesting  and  look  forward  to  helping  you  in  any 
way. 


Sincerely, 


Thomas  O'Flaherty 
Vice  President 


TOF:jb 

Attachments 


Mail  List  Change  Order  1.  □ update  □ Correction  □ Deletion  □ Addition*  Serial  Number 


2.  Customer  Type:  □ Vendor  □ Others  □ Media  □ User 

3.  Newsletters:  □ EDI  □ Field  Service  □ Other 

4.  Vendor:  Vendor  Type — □ Client  □ Former/Report  Client  □ Prospect 

• Contact  Level — □ Executive  □ Acquisition  □ International  □ Other 

• If  Exec,  or  Other  Contact  Level— □ Maintenance  □ Equipment  □ Communications  □ Others  □ Info.  Svc. 

• If  Info.  Services—  □ Turnkey  & Software  □ Network  & Processing  □ Systems  Integration  □ Professional  Svc. 

5.  If  User:  User  Type — □ Client  □ Former/Report  Client  □ Prospect 

• Comm.  Contact  Level—  □ Executive  □ IS  Mgmt.  □ Other 

• Fed.  Contact  Level — □ Executive  □ Acquisition  □ Prog.  □ Manager/Technical  □ Other 

• If  Fed.  Executive— □ Info.  Resource  Mgr.  □ Asst.  Secretary  □ Commander  (Military)  □ Agency  Head 

• If  Fed.  Other — □ Laboratory  □ NIS  □ Users  □ GSA 

* No  names  will  be  added  without  a completed  Program  Manager 
change  order  and  program  manager  approval.  Authorization 

CONTACT  REPORT  Company 

Continuation 

Name 

INPUT 


CONFIDENTIAL— Property  of  INPUT 

CONTACT  REPORT 

INPUT 


M&S  300/01  8/91  (R) 


JUN  2 ’93 
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FROM  PDUGNTIS 


PAGE . 00 1 


aavantis 


Telecopy  Transmission  Sheet 


TO: 


DATE 


TELEPHONE  « : 20  l~  ~ 


z/9  ? 


NUMBER  OF  PAGES  (INCLUDING  COVER  PAGE) 


FROM: 


EXTENSION: 


advantis 


3405  W.  Dr.  M.  L.  King,  Jr.  Blvd. 
Tampa,  FL  33607 
FAX:  Tieline  438-3887  or 

813-878-3887 

ft***************************************************** 


PLEASE  VERIFY  RECEIPT  TO: 


USER  ID 


TIE  LINE: 


COMMENTS /SPECIAL  INSTRUCTIONS: 


- 


We  at  Advantis  are  interested  in  learning  more  about  the  Ca- 
pacity Services  (Remote  Computing,  Shared  Capacity,  and  Ded- 
icated Processor  Custom  Offering)  marketplace.  Specifically, 
we  need  the  following  infor  mation  in  the  form  of  a matrix; 
we  will  fill  in  Advantis  capabilities.  If  you  believe 
there  are  other  categories  of  di f feren tiation,  please  let  us 
know.  Also,  you  may  want  to  expand  on  several  of  the  cate- 
gories beyond  a brief  matrix  entry;  e.g.  "fundamental  com- 
petitor strategy". 

1.  Are  there  key  potential  competitors  in  the  industry 
other  than  those  identified? 

2.  Does  any  other  competitor  offer  exactly  the  services  we 
offer? 

3.  How  does  the  competitor  values  its  inventory  and  allo- 
cate its  costs? 

A.  How  does  the  competitor  achieve  economies  of  scale,  de- 
termine its  costs  and  set  prices? 

5.  How  does  the  competitor  manage  its  contract  negotiations 
process,  and  what  is  the  average  duration  of  these  negoti- 
ations and  the  length  of  the  contracts? 


6.  Where  the  competitor  has  a parent 
the  economic  relationship  between 
parent  company? 


relati onship,  what 
the  competitor  and 


? 


7.  What  is  the  fundamental  strategy  of  the  competitor? 

8.  How  does  the  competitor  perceive  of  itself  and  its 
lationship  to  the  outsourcing  industry,  e.g.,  "low-cost 
ducer,  industry  leader,"  etc. 


pro- 


How  do  the  competitors  charge  for  their  services,  e.g., 
CPU  seconds? 


cLff  '*-7 


10.  How  does  the  competitor  manage  software,  is  it  included 
in  the  price,  bought  separately,  does  it  include  IBM  and/or 
3rd  party  software? 


11.  How  does  the  competitor  manage  software  licensing  for 
third  party  software? 

\YOA 

12.  Does  the  competitor  offering  *righ*aigiag"  services, 
using  a S/37  0 or  S/390  to  migrate  to  AS/400  platforms? 

13.  Are  their  competitors  offering  outsourcing  services  for 
the  AS/400 , and  what  is  their  strategy  and  service  offering? 
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14.  How  does  the  competitor  market  their  services#  i.e., 
sales  force  strategies  (are  they  in  control  of  their  field 
f orces? 


Of  considerable  interest  to  us  would  be  the  following  known 
competitors » 

1 . Genix 

2.  Litton 

3.  System  House 


He  would  also  want  information  on  other  potential  compet- 
itors if  you  believe  they  are  or  may  become  significant  com- 
peti tors. 

I would  appreciate  a *strawman*  proposal  by  March  1 includ- 
ing any  additional  competitors#  time  frames,  and  estimated 
costs.  If  you  have  any  questions#  please  give  me  a call  at 


o 

7^  S 'Ci  /*>•€.  6C-t— 

it  f 


4 . A-ffiliatarl  romfmtnr  Services- 


5.  Power  Computing 


813-878-3335 . Thank  you. 


Charlie  Meininger 
February  24,  1993 
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Date: 

To:  Name: 

Tel./Location: 
Co.: 
Fax  No: 

From: 


Atrium  at  Glenpointe,  400  Frank  W.  Burr  Blvd.,  Teaneck,  NJ  07666  (201)  801-0050 

Fax  (201)  801-0441 


FAX  TRANSMITTAL  FORM 

V if 

i^v  n i.yc 



iijInilSii 


r' 


Confidential:^/  N 
UrgenKY^N 


Page:  1 of 

File:  Chron 
Contact 
Other: 


Subject: 

£)  / 


ADM  341/05  1/92 


FROM : IBM  MAIL  EXCHANGE 


MSG#:  INJ8103 


PAGE  01  OF  02 


MAR  25  93  08:  58EST, 


FAX  DELIVERY: 


02  TOTAL  PAGES  INCLUDING  COVER 


DISTRIBUTED  BY  IBM  MAIL  EXCHANGE 

WORLDWIDE  ELECTRONIC  MAIL  SERVICE 


TO:  Tom  J.  0’ Flaherty 

INPUT 

Teaneck,  NJ 


FROM:  A.  K.  Wright 

Ad van t is  Capacity  Services 
Tampa,  FL 

CARVM8 ( AWRIGHT)  / IBMMAIL (USIBMSTL] 
813  878  3734  FAX:  5587 


SUBJECT:  Advantis  Capacity  Services  Competitive  Analys 


FAX  REFERENCE  CODE:  OBA950  INJ81Q3 


IF  YOU  HAVE  ANY  PROBLEMS  RECEIVING  THIS  FACSIMILE 
PLEASE  CALL  1-800-927-7661. 


V 


3.  Maintenance  (IBM  vs.  TPM)  + 

D.  General  Information 

1.  Organization  structure  + 

2.  Sales  and  Marketing 

o Focus  (geography,  industry,  platform,  etc.)  (14) 

0 Sales  process  (prospect  identification,  etc.)  + 

3.  Competitive  overview 

o Strengths  and  weaknesses  prop 

o Company's  perception  of  itself  (8) 

o Overall  strategy  (7) 

o Future  directions  (8) 


MAR  25  93  08:  58EST 


FROM:  IBM  MAIL  EXCHANGE 


MSG#:  INJ8103 


PAGE  02  OF  02 


To:  FAX  — IBMMAIL 

cc:  GABC94 Y — CARVM8 


□ASB94U  --CARVM8 


DIBERT2  — CARVM8 


Alfred  K.  Wright  ("Al") 

813  878  3734  TL-438  FAX:  5587 


Advantis  Marketing  Programs 
IBMMAIL: USIBMSTL 


Subject:  Advantis  Capacity  Services  - Competitive  Analysis 

Tom,  with  the  exception  of  on  modification  we  concur  with  your  summary  and 
organization  of  the  project.  Please  incorporate  the  following  change: 

Under  "Profile  Categories",  Section  D,  "General  Information, " move  the 
"Sales  and  Marketing"  subitem  to  a MAJOR  profile  category,  perhaps  to 
a "Section  E.  , Sales  and  Marketing.  " 

In  this  category  we  would  want  to  discuss  the  same  items  you  outlined  in 
the  original  subsection,  but  include  organization,  structure,  coverage,  focus, 
opportunity  identification,  etc. 


Call  to  confirm  your  receipt  of  this  FAX  813  878  373 


Subsume  and  Resonate 


, 


. 

\ ^ 
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March  19.  1993 


To:  A1  Wright,  Advantis 

From:  Tom  O' Flaherty,  INPUT 

Via  Fax:  813-878-5587 


Subject:  Competitor  Profiling 


As  we  discussed,  I am  summarizing  INPUT'S  current  understanding 
of  the  project  and  its  details.  This  is  based  on  the  "14  points" 
memo  from  Advantis,  INPUT'S  proposal,  and  the  items  in  the 
meeting  last  Tuesday.  I believe  that  this  captures  all  of  the 
information,  but  I would  be  grateful  for  any  feedback. 


1.  Targets 

At  the  meeting  the  target  list  was  modified  so  that  Martin 
Marietta  replaced  ACS.  Genix,  Litton,  SHL  and  Power  remain  on 
the  list. 

As  we  discussed,  if  we  discover  early  in  the  project  that  a 
company  on  this  list  appears  not  to  belong  and/or  we  uncover 
another  company  that  should  be  looked  into,  we  will  discuss  this 
with  you  as  soon  as  possible. 


2.  Profile  Categories 

I have  reorganized  the  various  sources  into  the  categories  below. 
(The  numbers  in  parentheses  refer  to  the  14  points,  "+"  refers 
to  additional  items  which  arose  at  the  meeting  and  "prop"  from 
INPUT'S  proposal.) 

A.  Services  Offered 

1.  Overview  of  services;  comparison  to  Advantis, 

including  (2) 

o Timesharing  offerings 

o Dedicated  processor  offerings 

o Differentiation  with  Advantis  (including  whether 

differences  are  positive  or  negative  for  Advantis) 

Importance  of  geographic  distance  + 

o 


o 


f 


2.  Transition  services  (12) 

o Specific  targets  (e.g.,  AS/400)  (13) 

o If  offered,  how  are  mid-sized  services  offered 

economically  + 

3.  Relation  of  capacity  services  to  other  services 

o Overall  parent  relationships  (6) 

o Synergies  prop 

4 . Software 

o Software  offered  (IBM,  third  party)  (10) 

o Third  party  license  arrangements  (11) 

o Method (s)  for  selling  to/charging  customers  + 

5.  Federal  activities  (summary)  + 

B.  Pricing  (4) 

1.  General 

o How  are  customers  charged?  (9) 

o Are  there  innovative  charging  arrangements?  + 

o How  fixed  are  prices?  + 

2.  Terms  and  conditions 

o How  flexible  or  standardized  are  contracts?  (5) 

o How  long  does  it  take  to  negotiate?  (5) 

o What  direction  are  contracts  going  in?  + 

3 . Software 

o Included  in  price  or  priced  separately?  (10) 

C.  Cost  structure  (4) 

1.  Hardware 

o Current  vs.  obsolete  technology  used?  (3) 

o Lease  vs.  purchase?  (3) 

o Depreciation  period  (3) 

o Optimum  data  center  size  + 

2 . Personnel 

o Relative  cost  (especially  to  Advantis)  + 

o Use  of  won  staff  vs.  third  party  (for  operations,  other 

services)  + 

G 


■ 


3.  Maintenance  (IBM  vs.  TPM) 
D.  General  Information 


1.  Organization  structure 

2.  Sales  and  Marketing 


Focus  (geography,  industry,  platform,  etc.)  (14) 
Sales  process  (prospect  identification,  etc.) 


Competitive  overview 


Strengths  and  weaknesses 
Company's  perception  of  itself 
Overall  strategy 
Future  directions 


/.  Or 


prop 

(8) 

(7) 

(8) 


/ 


2.  Transition  services  (12) 

o Specific  targets  (e.g.,  AS/400)  (13) 

o If  offered,  how  are  mid-sized  services  offered 

economically  + 

3.  Relation  of  capacity  services  to  other  services 

o Overall  parent  relationships  (6) 

o Synergies  prop 

4.  Software 

o Software  offered  (IBM,  third  party)  (10) 

o Third  party  license  arrangements  (11) 

o Method (s)  for  selling  to/charging  customers  + 

5.  Federal  activities  (summary)  + 

B.  Pricing  (4) 

1.  General 

o How  are  customers  charged?  (9) 

o Are  there  innovative  charging  arrangements?  + 

o How  fixed  are  prices?  + 


2 . Terms  and  conditions 

o How  flexible  or  standardized  are  contracts?  (5) 


o How  long  does  it  take  to  negotiate?  (5) 

o What  direction  are  contracts  going  in?  + 

3.  Software 

o Included  in  price  or  priced  separately?  (10) 

C.  Cost  structure  (4) 

1.  Hardware 

o Current  vs.  obsolete  technology  used?  (3) 

o Lease  vs.  purchase?  (3) 

o Depreciation  period  (3) 

o Optimum  data  center  size  + 

2 . Personnel 

o Relative  cost  + 

o Use  of  won  staff  vs.  third  party  (for  operations,  other 

services)  + 


* ■ 


TdT 

__ INPUT 

Atrium  at  Glenpointe,  400  Frank  W.  Burr  Blvd.,  Teaneck,  NJ  07666  Tel.  (201 ) 801-0050 

Fax  (201)  801-0441 


March  5,  1993 


Mr.  Charles  Meininger 
Advantis 

3101  W.  Dr.  M.L.  King  Drive 

Tampa,  FL  33607  Via  Federal  Express 


Dear  Charlie: 

The  following  is  the  revised  proposal  you  requested  on  Capacity  Services.  This  has  been 
modified  as  we  discussed. 


Scope 


The  only  additions  we  would  suggest  now  for  your  "matrix"  questions  in  your  fax  are: 


What  are  the  strengths  and  weaknesses  of  key  competitors? 

What  synergies  (if  any)  exist  between  capacity  services  offered  by  competitors  and 
other  hardware-related  services  (such  as  outsourcing/systems  operations, 
transaction  processing  and  other  network-based  services)? 


In  the  course  of  defining  the  matrix,  other  questions  may  arise  that,  depending  on  their 
complexity,  could  be  included  at  no  additional  cost  or  time.  (This  would  not  be  true  if 
additional  questions  were  raised  after  the  research  work  began.) 


INPUT  is  assuming  that  five  vendors  will  be  covered. 


Methodology 


INPUT  would  obtain  the  required  information  frpm  three  sources: 

• Information  currently  in  INPUT'S  possession;  some  of  this  would  need  to  be 
verified  as  not  having  changed. 


* c 


Direct  contacts  with  vendor  organizations,  e.g.,  for  financial  information.  To  the 
extent  that  some  of  the  key  information  may  be  sensitive,  INPUT  will  take  the 
following  approach: 


In  return  for  supplying  this  information,  INPUT  would  provide  averages  or 
ranges. 


IBM  would  receive  detail,  although  in  some  cases  particular  details  would 
not  be  associated  with  a specific  firm. 


Interviews  with  customers.  INPUT  believes  that  up  to  50  interviews  may  be 
required  to  get  coverage  for  all  targeted  vendors. 


INPUT  recommends  that  there  be  a kick-off  meeting  at  Advantis'  offices  where 

• Advantis  can  provide  additional  information  on  its  offerings  and  its  perception  of 
the  competitive  environment. 

• Advantis  and  INPUT  will  review  the  project  and  its  objectives. 


INPUT  and  Advantis  will  review  in  detail  the  definitions  and  coverage  of  the  matrix 
questions. 


INPUT  and  Advantis  will  review  the  form  the  results  will  take.  For  example, 
INPUT  assumes  that 


The  "matrix"  is  primarily  conceptual  and  that  the  primary  delivery  of  results 
will  be  in  outline  form  with  perhaps  a matrix  summary. 


Advantis  will  want  a presentation  and  review  of  results  at  its  offices. 


INPUT  will  prepare  a written  report. 


INPUT  estimates  that  the  project  will  take  approximately  six  weeks  to  complete  after 
authorization  to  proceed  has  been  received. 


Advantis  Proposal  (Revised  3/5/93) 


Page  2 


Fee 


INPUT'S  professional  fee  for  the  work  described  above  will  be  $20,000.  One  half  of  this 
amount  ($10,000)  is  due  and  payable  at  the  time  of  project  authorization.  The  remainder 
plus  expenses  is  due  at  the  submission  of  the  final  report.  There  will  be  an  additional  fee 
for  out-of-pocket  expenses  (primarily  travel,  telephone  and  report  preparation  costs). 
INPUT  does  not  expect  these  to  exceed  10%  of  the  professional  fee. 


Please  authorize  by  signing  the  block  provided. 


Sincerely, 


Thomas  O'Flaherty 
Vice  President 


a:prop3:ADVANTIS 


Advantis  Proposal  (Revised  3/5/93) 


Page  3 


AUTHORIZATION 


To  authorize  the  project  as  specified,  please  sign  and  return  one  copy  of  this  proposal, 
along  with  the  initial  fee.  Upon  acceptance  by  INPUT,  a countersigned  copy  of  the 
proposal  will  be  returned  to  Advantis. 


AUTHORIZED  BY:  ACCEPTED  BY: 

Advantis  INPUT 


Name 


Name 


Title 


Title 


Date 


Date 


Advantis  Proposal  (Revised  3/5/93) 


Page  4 


Advantis  are  interested  in  learning  more  about  the  Ca- 
pacity Services  (Remote  Computing/  Shared  Capacity#  and  Ded- 
icated Processor  Custom  Offering)  marketplace.  Specifically, 
we  need  the  following  infor  mation  in  the  form  of  a matrix; 
we  will  fill  in  Advantis  capabilities.  If  you  believe 
there  are  other  categories  of  differentiation,  please  let  us 
know.  Also,  you  may  want  to  expand  on  several  of  the  cate- 
gories beyond  a brief  matrix  entry;  e.g.  "fundamental  com- 
petitor strategy". 


Are  there  key  potential  competitors  in  the  industry 
other  than  those  identified? 

2.  Does  any  other  competitor  offer  exactly  the  services  we 
of f er? 

3.  How  does  the  competitor  values  its  inventory  and  allo- 
cate its  costs? 

A.  How  does  the  competitor  achieve  economies  of  scale,  de- 
termine its  costs  and  set  prices? 


5.  How  does  the  competitor  manage  its  contract  negotiations 
process,  and  what  is  the  average  duration  of  these  negoti- 
ations and  the  length  of  the  contracts? 

6.  Where  the  competitor  has  a parent  relationship,  what  is 
the  economic  relationship  between  the  competitor  and  its 
parent  company? 

7.  What  is  the  fundamental  strategy  of  the  competitor? 

8.  How  does  the  competitor  perceive  of  itself  and  its  re- 
lationship to  the  outsourcing  industry,  e.g.,  "low-cost  pro- 
ducer, industry  leader,"  etc. 

9.  How  do  the  competitors  charge  for  their  services,  e.g., 
CPU  seconds? 

L'3.  How  does  the  competitor  manage  software,  is  it  included 
in  the  price,  bought  separately,  does  it  include  IBM  and/or 
5rd  party  software? 

1.  How  does  the  competitor  manage  software  licensing  for 
ihird  party  software? 

2.  Does  the  competitor  offering  "rights! zing"  services, 
<sing  a S/370  or  S/390  to  migrate  to  AS/400  platforms? 

3.  Are  their  competitors  offering  outsourcing  services  for 
he  AS/400,  and  what  is  their  strategy  and  service  offering? 
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r does  the  competitor  market  their  services,  i.e., 
• strategies  Care  they  in  control  of  their  field 

forces? 

Of  considerable  interest  to  us  would  be  the  following  known 
competitors* 

1.  Genix 

2.  Litton 
■3.  System  House 
^ ■ Affiliated  Computer  Services 
5.  Power  Computing 

We  would  also  want  information  on  other  potential  compet- 

i*ors  it  you  believe  they  are  or  may  become  significant  com- 
peti  tors. 


I would  appreciate  a ‘strawman*  proposal  by  March  1 includ- 
ing any  additional  competitors,  time  frames,  and  estimated 
costs.  If  you  have  any  questions,  please  give  me  a call  at 
8 1 3~878— 3335 . Thank  you. 


Charlie  Meininger 
February  24,  1993 
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Electronic  Printing, 
Direct  Mail 
And  Fulfillment 
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Genix 

Group 


• i ' 


Database  Management 


Continuity  Program 
Management 


Forms  Design 


Customized  Application 
Programming 


Complete  Data  Processing 
Services 


Billing  / Statement  Processing 


Inbound  / Outbound 
Telemarketing 


Literature  Distribution  / 
Fulfillment 


Laser,  LED  & Impact  Printing 


Advanced  Function  Printing 


Cut  Sheet  & Continuous  Form 


Postal  Sortation  Software  & 
POSTNET  Barcoding 


Complete  Lettershop  Services 


Selective  Inserting 


Our  high-speed  printers  achieve 
maximum  efficiency  and  the  look 
of  quality  offset  printing. 


)n-line  Support  Systems 


From  Concept 
To  Delivery. 


The  Genix  Group  offers  you 
Total  Project  Management  with 
customized  solutions  for  your  electronic 
printing,  direct  mail  and  fulfillment 
requirements ...  all  delivered  by  a team 
dedicated  to  excellence  in  service. 

Total  Project  Management  means  we 
turn  your  ideas  into  realities.  We  provide 
the  solutions,  manage  the  implementation, 
and  furnish  you  with  summarized  results. 
Our  in-house  array  of  specialized 
equipment  and  personnel  gives  us  the 
versatility  to  respond  to  your  needs  quickly 
and  economically. 

Most  everyone  is  familiar  with 
electronic  printing  on  a desktop  scale. 

A letter,  form  or  statement  is  keyed  in, 
then  customized  to  go  to  a dozen  or  even 
a few  hundred  individuals.  But  what  if 
the  need  is  for  several  hundred  thousand 
customized  pieces?  What  if  the 
customization  requires  complex  database 
sorting  and  multiple  segmentation? 

What  if  the  run  demands  simultaneous 
customized  output  on  both  sides  of  several 
sheets?  What  if  the  number  of  pages  in 
each  envelope  must  vary?  And  what  if 
you  need  one  specialty  service  one  day 
and  another  specialty  service  the  next? 

Of  course,  you  could  deal  with  several 
different  suppliers  to  meet  your 
demands.  Or  you  can  get  it  all  from 
The  Genix  Group . . . economically, 
efficiently  and  on  time. 


Genix  Total  Project  Management 
integrates  every  phase  of 
data  handling  for  smooth-running , 
problem-free  performance. 


A blue-chip  computer-maker  has  awarded 
us  the  contract  for  database  management , 
sales  processing  and  product  fulfillment 
services  for  its  revolutionary  new 
operating  system  ( including  more  than 
40  software  products).  The  Genix  Group 
goes  the  extra  mile  and  provides  trade 
show  support  and  inventory  management 
to  achieve  total  customer  satisfaction. 


* Advanced  Function  Printing  is  a trademark  of  International  Business  Machines  Corporation. 


The  Right 
Capabilities. 

The  Genix  Group  utilizes  a wide 
range  of  printing  and  lettershop  equipment 
from  many  manufacturers.  So  we’re 
always  able  to  select  the  very  best  for  each 
solution  we  provide. 

We  have  the  latest  in  high-speed  laser 
and  impact  printers.  We  also  have  low- 
temperature  laser  printers  for  work  on 
plastics  and  certain  adhesives,  and  LED 
printers  that  can  double  a laser’s  speed 
and  efficiency  on  many  jobs  by  printing 
two  letter-size  documents  side-by-side. 

We  help  you  choose  the  printing  method 
that’s  perfect  for  your  exact  requirements. 

The  same  applies  to  our  lettershop 
equipment.  We  burst,  trim,  fold,  insert, 
tie,  bundle,  label  and  ship  your  materials 
in  the  fastest,  most  cost-efficient  way. 

The  Genix  Group,  through  our  data 
processing  capabilities,  supports  printing 
and  direct-mail  customers  with  specialized 
forms  design,  postal  sortation  software, 
applications  development  and  full  database 
management  services. 


The  Genix  Group  processes  more  than 
50,000  customer  statements  for  a major 
Michigan  utility  even  day.  We  meet  our 
commitment  for  on-time  performance. 


Ge nix's  selective  inserting 
can  determine  precisely  the  right 
messages  for  each  recipient. 


The  Right  People 


Quality  management  of  any  project  is 
as  important  to  outcome  as  the  quality  of 
the  printed  image  itself. 

The  Genix  Group  has  experts  in 
every  phase  of  direct  marketing,  from 
lead  generation,  direct-response  sales, 
subscription  management,  warranty 
programs  and  telemarketing,  through 
order  fulfillment,  billing,  check 
processing  and  customer  communication. 
Experts  who  are  trained  to  listen  and 
respond  to  your  special  needs.  And  to 
provide  total  customer  satisfaction. 


Our  people  are  providing  Total  Project 
Management  services  for  the  launch  and 
ongoing  support  of  a national  credit  card. 


Genix  quality  is  the  direct 
result  of  employee  dedication  to 
excellent  service. 


The  Right  Way. 


Next  to  quality,  turnaround  time  is 
the  most  important  factor  in  electronic 
printing,  direct  mail  and  fulfillment. 

To  help  expedite  your  project.  The  Genix 
Group  goes  to  extraordinary  lengths. 

We  are  available  to  our  clients  24  hours 
a day,  365  days  a year.  We  are  committed 
to  excellence  in  service  around  the 
clock  without  any  sacrifice  in  quality... 
the  right  way  to  do  business. 

The  Genix  Group  routinely  prepares 
last-minute  “ available  space ” discount 
mailings  for  a premier  cruise  line, 
profiling  millions  of  prospects  from 
the  customer’s  database  by  age, 
past  destinations,  travel  habits  and 
other  parameters. 


We've  handled  everything 
from  telemarketing  to  manual 
fulfillment  for  retailers, 
automotive  suppliers,  airlines 
and  many  others. 


Tiie  Right  Company. 


The  Genix  Group  is  a large,  full-service 
computer  operations  management 
company  with  an  excellent  reputation  in 
the  outsourcing  industry.  In  addition  to 
providing  printing,  direct  mail  and 
fulfillment  services,  we  have  access  to 
knowledge  and  software  that’s  not  available 
through  traditional  printing  and  fulfillment 
service  companies.  For  example,  we  utilize 
relational  database  capabilities  to  allow  you 
quick  and  easy  access  to  your  valuable  data. 

We  also  give  your  data  the  security  and 
protection  that  a full-service  computer 
operations  facility  can  provide . . . seven  days 


a week,  24  hours  a day.  And  we  offer  full 
disaster  recovery  backup  capabilities. 

The  Genix  Group  is  owned  by  MCN 
Corporation,  a $1.3  billion  NYSE  company. 
Genix  is  solid.  Experienced.  Financially 
secure.  And  here  to  stay. 

Turn  your  ideas  into  realities.  Let  us 
show  you  why  The  Genix  Group  is  the 
right  choice  for  all  your  electronic  printing, 
direct  mail  and  fulfillment  needs. 

Avoid  the  frustration  of  dealing  with 
multiple  vendors  and  enjoy  the  benefits  of 
Total  Project  Management. 

Call  us  today  at  1-800-521-0444 ! 


Everything  Genix  does  involves 
the  handling , storage 
and  distribution  of  information. 
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The 

Genix 

Group 

Headquarters 

5225  Auto  Club  Drive 
Dearborn,  Ml  481 26-2607 
(313)337-4800 
(313)  337-4897  FAX 
(800)  521-0444  Toll  Free 

Pittsburgh  Office 

One  Marquis  Plaza 
5315  Campbell’s  Run  Road 
Pittsburgh,  PA  15205-9002 
(412)788-3800 
(412)  788-3507  FAX 
(800)  874-3649  Toll  Free 

